CONTENTS 


The Importance of Distributor Training at Caterpillar 
Importance of dealer training by the manufacturer 
S. Tamer Cavusgil 


1 1 Market-Based Pricing: Beyond Price-Performance Curves 
Price-performance curves and their limitations 
Valerie Kijewski and Eunsang Yoon 


71 What It Takes to Supply Japanese OEMs 
Original equipment manufacturer/ supplier relationships 
David L. Blenkhorn and A. Hamid Noori 


How to Identify Differences Between Market Segments With 
Attribute Analysis 

Isolating critical product attributes 

Steven A. Sinclair and Edward C. Stalling 


The Impact of JIT on Industrial Marketers 
41 Marketing management implications for industrial suppliers of JIT 
Paul A. Dion, Peter M. Banting, and Loretta M. Hasey 


How a Customer Mission Statement Affects Company Performance 
What is the role of a written customer service mission statement? 
Richard Germain and M. Bixby Cooper 


5 The industrial buying process as a problem solving stream of behavior 
Herbert E. Brown and Roger W. Brucker 


How Service Firms Set Their Marketing Budgets 
63 Marketing budget guidelines need to be addressed 
Pierre Filiatrault and Jean-Charles Chebat 


Worldwide Network of Countertrade Services 
69 An analysis of the global countertrade service industry 
Aspy P. Palia 


77 What Industrial Marketers Can Expect From U.S.-Canadian 
Free Trade 


Similarities and differences in purchasing agents and environments 
Paul A. Dion and Peter M. Banting 


Consumer Media as an Information Source for Industrial Products: 
8 1 A Study 
Organizational buyers obtain information from consumer and trade media 
John R. G. Jenkins 


R_ & D/Marketing Interfaces in the Telecommunications Industry 
$7 Integration between R&D and marketing is far below desired level 


Massoud M. Saghafi, Ashok Gupta, and Jagdish N. Sheth 


Prenotification and Industrial Survey Responses 
Enhancing response to mail surveys 
Dale F. Duhan and R. Dale Wilson 


Market Planning in a High-Tech Environment 
A detailed schema for developing an annual marketing plan 
Michael MacInnis and Louise A. Heslop 


Market Planning With Computer Models: A Case Study in the 
Software Industry 


A computer-based marketing decision support system 
Bay Arinze 


Institutionalizing Entrepreneurship in a Large Company: A Case 
Study at AT&T 

Corporate entrepreneurship as a response to the increasingly turbulent 
environment confronting industrial firms 

Michael H. Morris and J. Don Trotter { 


Industrial Salespeople as a Source of Market Information 
Salespeople can aid their firms’ understanding of customers’ perceptions 
and preferences 

Douglas M. Lambert, Howard Marmorstein, and Arun Sharma 


Sales Force Commitment and Turnover 
Organizational commitment is related to salesperson turnover 
Thomas N. Ingram and Keun S. Lee 


How to Retain Salespeople 
Salespeople’ s commitment to an organization enhances job retention 
Jeffrey K. Sager 


Guidelines for Marketing in Iran 

Recent Iranian historic changes have created marketing opportunities for 
importers 

Mohammad Mafi and Lawrence P. Carr 


Exporting Large Capital Equipment: A Case Study of Nuclear 
Technology Transfer 

Marketing variables affecting exportation of nuclear power plants by 
U.S. manufacturers 

Erdener Kaynak and Russell D. Wells 


The Meanings of *‘YES”’ in the Far East 
The four levels of ‘‘yes’’ 
Carl R. Ruthstrom and Ken Matejka 


Service as a Marketing Strategy: A Case Study at Reliance Electric 


How Reliance Electric stressed service 
M. P. Singh 


117 
| 


201 How to Develop a Database for Sales Leads 
Specific steps for developing a sales leads database 
Doris C. Van Doren and Thomas A. Stickney 
209 Using PCs to Automate and Innovate Marketing Activities 
Opportunities for using personal computers 
L. Brent Manssen 
31 5 Distributor Pricing in Very Competitive Markets 
Pricing practices of distributors in turbulent markets 
David Shipley and Elizabeth Bourdon 
22 5 Major Industrial Distribution Issues Facing Managers in Australia 
Ten vital issues facing Australian distribution managers 
B. Ramaseshan and Leyland F. Pitt 
2 Increasing Response to Industrial Mail Surveys 
35 The effect of incentives on response rates 
Sandra J. London and Curt J. Dommeyer 
24 U S in Industrial 
3 Diverse industrial businesses are using expert systems 
Thomas H. Stevenson, D. Anthony Plath, and Chandler M. Bush 
251 The Readability of Advertisements and Articles in Trade Journals 
Gunning’s Fog Index measures readability 
Gary L. Clark, Peter F. Kaminski, and Gene Brown 
261 How the Diffusion of Industrial Innovations is Different from New 
Retail Products 
Diffusion models for consumer goods have little value to industrial markets : 
° Ralph L. Day and Pau! A. Herbig 
2 67 Defensive Industrial Marketing Strategies 
Assessing the impact of competitive attacks 
Roger J. Calantone and C. Anthony di Benedetto 
9 Industrial Marketing in Non-Profit Organizations 
27 Non-profits take a more business-like approach 
Larry C. Giunipero, William Crittenden, and Vicky Crittenden 
287 Marketing New Products With Industrial Distributors 
Focusing markets, products, and territories 
Nicholas Nickolaus 
Lessons From New Product Failures: Five Case Studies 
30 1 Lessons learned and approaches to follow 
Sharad Sarin and Gour M. Kapur 
Involving Purchasing in Product Development 
3 15 Purchasing input to product development 
Alvin J. Williams and William C. Smith 
Four Components of Effective Pricing 
321 Determining prices with SPP 
Michael H. Morris and Roger J. Calantone 


Selecting Creative People for Sales Positions 
Creativity is needed in sales people 


George B. Glisan and Jon M. Hawes 


Opportunities for Smaller U.S. Industrial Firms in Europe 
Serving the new Euro-user 
Jack G. Kaikati 


Improving Survey Responses with Postcards 
The benefit and costs of prenotification for surveys 
Paul R. Murphy, Douglas R. Dalenberg, and James M. Daley 


Author Index to Volume 19 


Volume Contents 


331 


